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With the improvement of our living standard, people consume more on their spirits 
life than the material life. Entertainment culture, as the basic culture feature begins to 
involve more commodity feature. Entertainment is not merely experience of activity, 
emotion, it contains more commercial sense. Because of this, entertainment economy 
and industry are emerged. The needs and attention paid to the entertainment by the 
mass people and the social influences promoted the mass media to construct the 
entertaining program with its own brand. This program will help to lift the influence 
of sponsor brand. 
With the media industrializing, making good use of TV entertaining source has a 
vital role in promoting the broadcasting of its own program and strengthens the 
influence of its sponsor brand. 
Ever since it’s establishment of Hunan satellite TV station, it becomes a 
professional entertaining channel by making a series of TV entertaining programs. 
“Super Girls” as the most influential program in HNSTV has reached a double win for 
both itself and the sponsor brand. 
The thesis will use theories on economy, industry, communication, and marketing 
from both domestic and abroad, to give a deep analysis of TV program which has the 
inclination of becoming more entertaining. And it will use the “super girl” as the 
typical example to give some suggestions about the strategies of TV entertainment 
marketing. 
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第一节    研究背景 
 






















仅被传媒业界人士称为电视娱乐节目的革命，更被有的营 专家评为 2005 年中国
营 第一经典案例。中国电视的娱乐革命伴随着营 方式的革命开始与世界同步。 












































































































第三节    文献综述 
 
    本课题资料出处来自国内外相关书籍、中国期刊数据、中国优秀博硕士学位
论文全文数据、人大复印资料、国内近期广告传播杂志以及国内专业网站等。发
现作为“娱乐营 ”的子领域“电视娱乐营 ”的概念很少有人提及，有侧重于 
“娱乐经济”“娱乐营 ”“娱乐产业”“娱乐文化”等相关概念的框架性研究，
有侧重于“电视娱乐节目”“电视节目娱乐化倾向”“电视娱乐文化”方面的实务

















娱乐营 的研究上升到战略和策略层面上。埃尔•李普曼提出娱乐营 的 4C 理
论，即从内容(Content)、传播渠道（Conduit）、消费（Consume）、整合（Convergence）
四个方面全面概括娱乐产业的框架；同时指出娱乐营 的核心环节包括：从业人
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员、领导力和领导者。①肯.卡瑟从两种维度阐释娱乐营 的含义，介绍现代娱乐
营 的发展史，论述娱乐营 的产品定制策略和娱乐技术与娱乐营 之间的关
系。②国内研究文章多从娱乐因素跟企业产品品牌的结合着手对娱乐营 进行理
论框架定位和策略探讨。有的系统研究娱乐营 概念和策略，如李根的《解读娱





有的从行业产品品牌个案分析，如文硕的《跨越断层的 IT 娱乐营 》⑩、于彦忠
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促进 售的营 工具。当产品营 中更多渗入娱乐因素，娱乐营 也就应运而生。 
                                                        
①段川乐.“超级女声”的传播学思考[J].今传媒,2005,（9）:20－21. 
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③茹蓓.超女现象受众心理大解析 [J].现代保健, 2005,（10）:62－63. 
④徐捷.从“超级女声”看电视娱乐节目的新探索[J].电视研究, 2005,（8）:71－74. 
⑤龚莉萍.娱乐经济的新鲜注脚——“超女”带来的商业嘉年华[J].声屏世界, 2005,（12）:16－17. 



















































第二章    电视娱乐营销的时代背景 
 



























                                                        
①辞海编辑委员会．辞海 缩印本[M]. 上海：上海辞书出版社,1979. 1102. 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
